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Winston 100% Telephone Tracking - 24 Weeks 


Overall awareness, trial and purchase of Winston 100% were unchanged between weeks 
16 and 24, holding steady at levels seen in Florida at 8 months. In addition, Winston 100% 
has maintained the more young adult demographic mix it achieved in the first 8 weeks of 
the brand’s repositioning.:The brand’s updated image is clearly sticking - with each wave 
of tracking fewer smokers are willing to describe either Winston 100% or original Winston 
as old-fashioned. 

The sample for the Winston 100% Telephone Tracking Study is 1,001 nonmenthol adult 
smokers, 18 and older. Telephone interviews were conducted nationally from February 2- 
9, week 24 of Winston 100%’s national launch. A final wave of tracking will be conducted 
during the first week of April, 32 weeks after the brand’s national launch. 

Key Findings 

• Over the last two waves of tracking, awareness of Winston 100% has hovered around 
40'%. Among young adult Marlboro smokers awareness is at 51%, an d it is growing. 
Ingredients-based claims" continue to be the main message of Winston’s advertising. 

• Trial and purchase held steady between weeks 16 and 24 at 16% and 11 %, 
respectively. Among Marlboro smokers, trial of Winston 100% is highest among 
young-adult, male, and B county smokers. In all waves of the telephone tracking 
Winston 100%’s triers and purchasers have skewed more young-adult than Winston’s 
traditional smoker demographic. 

• While smokers continue to update their image of Winston as a brand, smokers in week 
24 see fewer differences between the type of person who would smoke original 
Winston and those who would smoke Winston 100%. 

• In this wave of tracking the appeal of Winston’s advertising is softer across most 
demographic groups. Rather than actively disliking the brand’s advertising, most, 
smokers who are aware of.Winston 100% neither like nor dislike the advertising. This 
ambivalence may stem from the diverse images and tones the brand is projecting in its 
different advertising campaigns. - 
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